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Abstract  
 
The continuous growth of the world’s population has emphasised the need for pro-environmental behaviour. As the condition of 
the environment continues to deteriorate, concerns to preserve the environment have begun to increase dramatically. While 
much research has been conducted on the environmentally-conscious consumer, the results pertaining to pro-environmental 
purchase behaviour are mixed. Ajzen’s Theory of Planned Behaviour model has been an incremental tool in the description of 
past behaviour patterns in previous studies and recently has been utilised in various environmental behaviour studies around 
the world. The prediction of pro-environmental behaviour remains an essential tool in the fight towards sustainability, and also 
offers organisations a possible means of creating a competitive advantage in the process. Therefore, the purpose of this study 
was to identify any relationships between the variates formed by African Generation Y students’ perception and assessment of 
their beliefs concerning pro-environmental behaviour and their likelihood to engage in pro-environmental purchase behaviour in 
the South African context. The study followed a cross-sectional descriptive research design that utilised a sample questionnaire 
to gather data from a convenience sample of 500 students registered at the campuses of four South African higher education 
institutions in the Gauteng province. The data was analysed using principle component analysis and canonical correlation. This 
study found that environmental attitudes, subjective norms and perceived behavioural control have a positive direct relationship 
with African Generation Y students’ likelihood of engaging in pro-environmental purchasing behaviour.  
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1. Introduction 
 
The continuous growth of the world’s population has emphasised the need for pro-environmental behaviour. As the 
condition of the environment continues to deteriorate, concerns for the preservation of the environment have begun to 
increase dramatically (Han, Hsu, & Sheu, 2010; Chan, 1998). Despite the urgency of the problem, environmental 
organisations often struggle to lobby active environmental support. A possible barrier may be the ambivalent feelings 
consumers often have regarding the difference that they can personally make to alleviate the problem (Fielding, 
McDonald, & Louis, 2008). Even so, there are many examples through history where consumers have risen up against 
governments and multi-national corporations in a bid to halt plans that would have destroyed or harmed the environment 
(see Chen & Chang, 2012 p.2; Ali, Khan, & Ahmed, 2011 p.217; Han et al., 2010 p.325; Fielding et al., 2008 p.318). 
Consequently, marketers have recognised this ‘environmental awareness’ amongst consumers and are now attempting 
to capture this newly developed market segment. In doing so marketers are trying predict consumer’s environmental 
behaviours and apply the appropriate marketing strategies (Chen & Chang, 2012; Ali et al., 2011; Rahbar & Wahid, 
2011).  
The Generation Y cohort (individuals born between 1986 and 2014) (Eastman & Liu, 2012; Markert, 2004) 
symbolise the future of the environment and environmentalism, which makes this generation a critical component in the 
success of the green revolution (Lee, 2009). Representing 83 percent of the South African Generation Y cohort, the 
African segment (hereafter referred to as African Generation Y) offers lucrative opportunities for marketers due to the 
magnitude of their size (Statistics South Africa, 2013). 
Even though research into the characteristics of the Generation Y cohort is gaining in momentum, published 
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literature pertaining to the cohort’s environmental behaviour patterns remain lacking, particularly in the South African 
context and relating to members of the country’s African Generation Y cohort. This article aims to address this gap in the 
literature by making use of Ajzen’s Theory of Planned Behaviour in order to predict African Generation Y students’ 
likelihood of engaging in pro-environmental purchase behaviour. The focus on students was deliberate and based on the 
assumption that a tertiary qualification is often associated with a higher earning potential and an elevated social standings 
within a community. The combination of these two attributes vastly improves this cohort’s opinion leadership abilities 
amongst the wider African Generation Y target market (Bevan-Dye, 2013). 
 
2. Environmental Attitudes and Behaviours  
 
Environmental attitudes are an interesting yet perplexing phenomenon in terms of environmental behaviour. Whilst many 
studies have found that globally consumers tend to have a positive attitude towards pro-environmental efforts and a 
heightened concern for the environment (Kalafatis, Pollard, East, & Tsogas, 1999; Crane, 2000; Laroche, Bergeron, & 
Barbaro-Forleo, 2001; Peattie, 2001; Gupta & Ogden, 2009; Ali et al., 2011; Chang, 2011; Rahbar & Wahid, 2011; Sodhi, 
2011), actual pro-environmental purchase behaviour remains lacking. This is reflected in the studies conducted by Ali et 
al. (2011), Chang, (2011), Rahbar and Wahid (2011) and Peattie (2001), who found that consumers were positively 
inclined towards the environment and were environmentally concerned but that this concern did not translate into any 
actual pro-environmental purchase behaviour. In contrast, studies by Sodhi (2011), Gupta and Ogden (2009), Laroche et 
al. (2001), Crane (2000) and Kalafatis et al. (1999) indicate that consumers are not only willing to purchase green 
products but are even willing to pay higher prices for green products in order to conserve the environment. Possible 
reasons for these contradictory views may include consumers’ differing perceptions concerning green products, green 
washing and/or their ability to influence the environment.  
In order to understand environmentally responsible behaviour, it is necessary to understand the influencing factors 
that determine pro-environmental behaviour. The Theory of Planned Behaviour is a commonly used theoretical model 
that attempts to predict behavioural patterns of consumers by examining the influencing factors that determine 
behavioural intentions. 
 
3.  Theory of Planned Behaviour 
 
The Theory of Planned Behaviour (TPB), which is an extension of Ajzen and Fishbein’s Theory of Reasoned Action 
(Ajzen, 1991), not only aims to predict specific behaviour patterns from attitudes but also attempts to determine the 
interlinking process between the two variables (Oreg & Katz-Gerro, 2006). The TPB has demonstrated its use over a 
wide variety of subjects such as sexual behaviours (Albarracín, Johnson, Fishbein, & Muellerleile, 2001), social media 
usage (Al-Debei, Al-Lozi, & Papazafeiropoulou, 2013), educational behaviour (Zhong, 2013), health-related practices 
(Vissman, Hergenrather, Rojas, Langdon, Wilkin, & Rhodes, 2011), driving behaviours (Forward, 2009), tourism (Quintal, 
Lee, & Soutar, 2010) and, more recently, environmental behaviours (e.g. Chan & Bishop, 2013; Kim, Njite, & Hancera, 
2013; Greaves, Zibarras, & Stride, 2013; Fielding et al., 2008; Oreg & Katz-Gerro, 2006). 
The TPB suggests that behaviour patterns are for the most part determined by intentions, which, in turn, are 
determined by three predicting variables namely, attitudes, subjective norms and perceived behaviour controls (Oreg & 
Kats-Gerro, 2006; Albarracín et al., 2001; Ajzen, 1991). An attitude refers to the extent to which a person displays a 
favourable or unfavourable assessment of the performed behaviour. Subjective norms include the social pressures 
experienced from relevant others or from the external environment to perform a certain behaviour. Perceived behaviour 
control relates to the difficulty or ease individuals perceive performing the actual behaviour (Al-Debei et al., 2013; 
Forward, 2009; Fielding et al., 2008). Ajzen (1991) cautions for the TPB to be accurate, the measures of intentions 
(attitude, subjective norm and perceived behaviour control) must correspond or be compatible with the desired predicted 
behaviour. Therefore, for this particular study, environmental constructs were chosen to represent the TPB. 
 
4. Generation Y 
 
The future of environmental protection lies in the hands of today’s youth (Ottman, 2011; Lee, 2009). Classified as the 
Generation Y cohort, individuals born between 1986 and 2005 (Markert, 2004; Eastman & Liu, 2012), the youth are 
deemed as the green future. In 2013, this Generation ranges from the age of nine to 28 and accounted for approximately 
38 percent of South Africa’s 52 982 000 population. In terms of race, approximately 83 percent of the Generation Y cohort 
in South Africa fell under the African Generation Y cohort classification and collectively made up 32 percent of South 
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Africa’s total population (Statistics South Africa, 2013).  
Generation Y individuals led on by their Baby Boomer or Generation X parents are portraying a distinctive positive 
shift in their green attitudes and behaviours, even assuming leadership roles in the sustainable market place (Rogers, 
2013). The result of being born into such a media saturated world, this generation has been continuously flooded with 
news of world hunger, natural disasters and the ever present threat of climate change and global warming (Shaw & 
Fairhurst, 2008). What gives the Generation Y cohort an advantage over their predecessors is the fact that they have 
virtual social networking (MXIT, Facebook, Instagram), virtual social reporting (Twitter) and virtual social media 
(Youtube), at their fingertips to gain information and broadcast their opinions on environmental matters to potentially 
millions of people around the globe in an instant (Ottman, 2011). 
There is evidence that Generation Y individuals prefer to support or lobby organisations that contribute to society in 
a sustainable manner by helping communities, people and the environment (Barton, Fromm, & Egan, 2012; Smith, 2012). 
Since members of this generation known to be heavy users of the Internet (Schwalbe, 2009; Barton et al., 2012), mobile 
telephones (Kumar & Lim, 2008; Schwalbe, 2009) and virtual social networking sites (Nicholas, Rowlands, Clark, & 
Williams, 2011; Barton et al., 2012) green marketers should utilise these media platforms to reach out to this specific 
cohort (Lee, 2009). However, caution should be taken as this generational cohort is quick to criticise and spot bogus 
green marketing practices (Ottman, 2011).  
Given that the Generation Y cohort has had greater access to information than any former generation, they should 
be aware of and knowledgeable about the threat that human action poses to the environment (Lee, 2009; Ottman, 2011). 
It is this Generations votes, actions and how they carry on the message to future generations that will ultimately dictate 
the next half-century or more of the green movement (Lee, 2009). Research indicates that Generation Y individuals 
actively encourage others to support cause campaigns (Barton et al., 2012). With regards to South Africa, the African 
Generation Y cohort represents an important target market for green marketers and, as indicated by Barton et al. (2012), 
getting this generational cohort to engage with brands, including green brands, involves designing marketing messages 
that are applicable to and mindful of them.  
 
5. Research Methodology 
 
5.1 Sampling method 
 
The target population of this study was African Generation Y students currently enrolled at South African public higher 
education institutions (HEIs) in 2014 in the age range of 18 to 24. The sampling frame consisted of the 25 public 
registered HEIs within Southern Africa by the Higher education in South Africa (HESA, 2014). A judgement sample of four 
campuses from four HEIs within the Gauteng province was taken from the initial list of 25 registered institutions – two of 
which were city-based universities and two that were country based universities. Amongst the chosen universities, two 
comprised traditional universities, one a comprehensive university and one a university of technology. The study utilised a 
non-probability convenience sample of 500 full-time African Generation Y students spread across the four campuses. 
Lectures at each of the four campuses were contacted and asked if they would allow the questionnaire to be distributed 
to their students during or after their lecture. The questionnaire was then distributed to those lecturers’ students who had 
granted permission by fieldworkers. It was also emphasised that participation in the study was purely on a voluntary 
basis.  
 
5.2 Research instrument 
 
This study made use of a self-administered, structured questionnaire. African Generation Y students’ environmental 
attitudes were measured using the inward environmental attitudinal scale (four items), validated by Leonidou, Leonidou, & 
Kvasova (2010). Subjective norms and perceived behaviour control were measured using the three- and five-item 
validated scales of Fielding et al. (2008) and Kim and Choi (2005). Green purchase intentions were measured using 
Mostafa’s (2007) three item scale and green purchase behaviour was measured using the four item scale validated by 
Lee (2008). All scaled responses were recorded on a six-point Likert scale, ranging from strongly disagree (1) to strongly 
agree (6). 
In order to assess the reliability of the measurement instrument the questionnaire was piloted on a convenience 
sample of 50 students at a South African HEI campus that did not form part of the sampling frame. The Cronbach alpha 
values of the pilot study all exceeded the acceptable level of being above 0.60 (Malhotra, 2010) and ranged from 0.67 to 
0.76, thereby suggesting acceptable reliability. 
ISSN 2039-2117 (online) 
ISSN 2039-9340 (print) 
        Mediterranean Journal of Social Sciences 
            MCSER Publishing, Rome-Italy 
Vol 5 No 21 
September  2014 
          
 104 
6. Results 
 
6.1 Sample description 
 
From the initial 500 questionnaires distributed, 332 viable questionnaires were returned, thereby yielding a response rate 
of 66 percent. The majority of the participants were in the 19 to 21 year old range (60%). The year of study category was 
dominated by first-year students, followed by second-year students and the remainder made up third-year and post-
graduate students. There were more female participants than males. The sample comprised more participants from 
country-based campuses (56%) than from city-based campuses. 
 
Table 1. Sample description 
 
Age Percent (%) Gender Percent (%) Year of study Percent (%) Institution Percent (%) 
18 13 Male 47 First year 42 University A:  
19 17 Female 52 Second year 26 Country based 24 
20 19 Third year 25 University B:  
21 24 Postgraduate 8 Country based 32 
22 15 University C:  
23 9 City based 19 
24 4 University D:  
  City based 25 
 
6.2 Confirmatory factor analysis 
 
A confirmatory factor analysis was conducted to assess the factor structure of the TPB model in the South African 
context. First, the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and the Bartlett Test of Sphericity were 
examined. A KMO value above 0.6 and a significant Bartlett’s Test of Sphericity value are recommended (Pallant, 2010). 
The results of these two tests yielded a KMO value of 0.899 and a significant Bartlett Test of Sphericity value (chi-square 
=2542.989 (df=171), (p=0.000<0.05)). Once the sampling adequacy had been established, a principle component 
analysis using varimax rotation was undertaken. Table 2 reports on the factor loadings in the rotated matrix. 
 
Table 2. Principle component factor analysis with varimax rotation 
Perception items Factor loadings Communalities 1 2 3 4 5  
Environmental attitude   
I am concerned about the environment. .778 .648 
I would be willing to reduce my consumption to help protect the environment. .722 .636 
I would donate part of my own money to help protect wild animals. .464 .484 
I have asked my family to recycle some of the things we use. .450 .545 
Subjective norms   
People who are important to me behave in an environmentally friendly way. .814  .745 
People who are important to me would approve of me behaving in an environmentally 
friendly way.    .636  .582 
People who are important to me encourage me to behave in an environmentally friendly 
way.    .777  .684 
Perceived behavioural control   
By signing a petition that promotes environmental protection, every person can have a 
positive effect on society. .687     .534 
I feel I can help solve natural resource problem by conserving water and energy. .781  .661 
I can protect the environment by buying products that are friendly to the environment. .760  .630 
There is a lot I can do about the environment. .613  .536 
I feel capable of helping to solve the environment problems. .548  .586 
Purchase intentions   
Over the next month, I will consider buying products because they are less polluting. .751  .693 
Over the next month, I will consider switching to other brands for environmental 
reasons.  .820    .762 
Over the next month, I plan to switch to an environmentally friendly version of a product. .761  .765 
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Purchase behaviour   
When I want to buy a product, I look at the ingredients label to see if it contains things 
that are environmentally-damaging.   .650   .647 
I prefer environmentally friendly products over normal products when their product 
qualities are similar.   .821   .735 
I choose to buy products that are environmentally-friendly. .644  .658 
I buy green products even if they are more expensive than the non-green ones. .593  .638 
 
As presented in Table 2, five factors emerged that explained 64 percent of the total variance. All variables loaded as 
expected and all had significant loadings of above 0.40. Given that the number of observations exceeded 300, these 
significant loadings suggest convergent validity. In addition, all of the communalities were above 0.40, with the majority 
being above 0.50, thereby suggesting that a large amount of the variance in an item has been extracted by the factor 
solution (Hair, Black, Babin, & Anderson, 2010). The principle component analysis was then repeated using the non-
orthogonal direct oblimin rotation in order to generate a component correlation matrix. The interpretation remained the 
same as with the varimax rotation. None of the correlation coefficients in the component correlation matrix exceeded 
0.70, with the highest value being 0.361, thereby suggesting discriminate validity (Fields, 2009). 
 
6.3 Descriptive statistics and reliability coefficients 
 
The descriptive statistics and reliability coefficients of these five factors are reported in Table 3.  
 
Table 3. Descriptive statistics and reliability coefficients 
 
Factors Mean Standard deviation Cronbach alpha 
Environmental attitude 4.4375 .86780 .662 
Subjective norms 4.2631 1.07572 .757 
Perceived behavioural control 4.8476 .77609 .794 
Purchase intentions 4.4016 1.03092 .841 
Purchase behaviour 3.9925 1.13710 .817 
 
As indicated in Table 2, all means exceeded 3, which suggest that African Generation Y students have a positive 
perception of pro-environmental behaviour and are likely to engage in pro-environmental purchase behaviour. Whilst the 
Cronbach alpha coefficients exceeded the recommended level of 0.70 (Pallant, 2010) for the majority of the factors, the 
alpha value was slightly low for the environmental attitude factor, but still above the acceptable level of 0.60 (Malhotra, 
2010).  
 
6.4 Canonical correlation 
 
Owing to the study including a multivariate method in the data analysis, a tolerance test was run to check for 
multicollinearity (Hair et al., 2010). The tolerance values were all high, ranging from 0.70 to 0.73, thereby indicating only a 
small and therefore negligible degree of multicollinearity.  
Canonical correlation was then undertaken to identify any relationships between the variates formed by African 
Generation Y students’ perception and assessment of their beliefs concerning pro-environmental behaviour and their 
likelihood to engage in pro-environmental purchase behaviour. The set of dependent variables was defined as purchase 
intentions and purchase behaviour, and the set of independent variables as environmental attitudes, subjective norms 
and perceived behavioural control. 
Given that the smallest set of variables contained only two indicators, only two canonical functions were derived. 
These two functions, together with the measures of the overall model fit are reported on in Table 4.  
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Table 4. Measures of overall model fit 
 
Canonical function Canonical correlation Canonical R2 F statistics Probability 
1 0.640 0.409 36.83 0.000 
2 0.233 0.054 9.42 0.000 
Multivariate tests of significance
Statistic Value Approximate F statistic Probability 
Wilk’s lambada 0.559 36.828 0.000 
Pilia’s trace 0.464 32.984 0.000 
Hotelling’s trace 0.750 40.757 0.000 
Roy’s gcr 0.409  
 
As shown in Table 4, the analysis resulted in two functions with squared canonical correlations of 0.409 and 0.054 for 
each successive function. Wilk’s lambada, Pilia’s trace, Hotelling’s trace and Roy’s greater characteristic root (gcr) 
indicate that, collectively, the overall model across all functions is statistically significant; that is, there is a relationship 
between the variable sets.  
Despite both Function 1 and Function 2 being statistically significant, only the first function was considered for 
further analysis given that it explains 40 percent of the amount of shared variance between the two sets of canonical 
variate scores, whilst the second function explains a negligible 5 percent, which is not practically significant. 
A redundancy analysis for the independent and dependent variables of the first functions was conducted and the 
results are reported in Table 5. 
 
Table 5. Redundancy analysis for the first canonical function 
 
Standardised variance of the dependent variables explained by
 Shared variance Redundancy 
Canonical function Percentage Cumulative percentage Canonical R2 Percentage Cumulative percentage 
1 0.804 0.804 .409 0.329 0.329 
Standardised variance of the independent variables explained by
 Shared variance Redundancy 
Canonical function Percentage Cumulative percentage Canonical R2 Percentage Cumulative percentage 
1 0.629 0.629 0.409 0.257 0.257 
 
Table 5 illustrates that the redundancy for the dependent variate (0.329) is higher than for the independent variate 
(0.257). Therefore, the independent variate is able to predict 32.9 percent of the variance in the dependent variate.  
Having established that the canonical relationship is statistically significant and redundancy index acceptable, the 
next step involved analysing the canonical weights, canonical loadings and canonical cross-loadings, which are reported 
in Table 6. 
 
Table 6. Canonical weights, loadings and cross-loadings  
 
 Canonical weights Canonical loadings Canonical cross-loadings 
Independent variables  
Environmental attitude 0.517 0.847 0.542 
Subjective norms 0.478 0.817 0.522 
Perceived behavioural control 0.243 0.709 0.454 
Dependent variables  
Purchase intentions 0.522 0.883 0.565 
Purchase behaviour 0.592 0.910 0.582 
 
While Table 6 reports the canonical weights, loadings and cross-loadings, Hair et al. (2010) advise that it is preferable to 
analyse the canonical cross-loadings when interpreting the nature of canonical relationships. In terms of the canonical 
cross-loadings of the dependent variables, 32 percent of the variance in purchase intentions and 34 percent of the 
variance in purchase behaviour is explained by the first canonical function. An examination of the independent variables’ 
cross-loadings reveals that environmental attitude has the highest correlation with the dependent variate, followed by 
subjective norms and perceived behavioural control. Therefore, environmental attitude, subjective norms and, to a lesser 
ISSN 2039-2117 (online) 
ISSN 2039-9340 (print) 
        Mediterranean Journal of Social Sciences 
            MCSER Publishing, Rome-Italy 
Vol 5 No 21 
September  2014 
          
 107 
extent, perceived behavioural control have a direct positive relationship with African Generation Y students’ likelihood of 
engaging in pro-environmental purchasing behaviour and are predictors of this outcome dimension.  
 
7. Discussion 
 
As natural resources continue to deplete drastically, South Africans (along with the rest of the world) need to take action 
to ensure the survival of the environment for future generations to come. These environmental issues have crossed over 
into the marketing arena where the future of the ‘green revolution’ is highly dependent on the purchasing behaviour of the 
youth. In the case of South Africa, the Generation Y cohort, especially the vastly sized African segment of this cohort is 
pivotal to the country’s environmental sustainability. 
As it stands, environmental depletion exceeds the rate that the environment can replenish itself; hence, the need 
for pro-environmental purchase behaviour. Whether it is changing energy-saving light bulbs, recycling, reusing plastics or 
purchasing environmentally-friendly products, the environment is dependent on individuals behaving in a pro-
environmental manner for its survival. Marketers and environmentalists need to promote environmentally-friendly 
products and governments and large corporations need to take action on a green front. 
A fundamental issue in marketing is understanding a market segment’s attitudes about the act of purchasing a 
particular product category. This study utilised the well-known, established and validated TPB model in the South African 
context to determine African Generation Y students’ likelihood of engaging in pro-environmental purchasing behaviour. 
The factor structure that emerged from the confirmatory factor analysis was in line with that of the TPB model. The 
descriptive statistics suggest that African Generation Y students have a positive attitude towards pro-environmental 
behaviour and pro-environmental purchase behaviour 
Consistent with the TPB, canonical cross-loadings indicate that environmental attitudes, subjective norms and 
perceived behavioural control are significant positive predictors of African Generation Y students’ likelihood of engaging 
in pro-environmental purchasing behaviour. Perceived behavioural control had the lowest correlation with the dependent 
variate, whilst environmental attitude and subjective norms had the highest correlation. These findings are similar to those 
of Kim et al. (2013), Fielding et al. (2008) and, Kelly and Breinlinger (1995). This suggests that marketing campaigns 
designed to encourage pro-environmental purchasing behaviour amongst members of the African Generation Y cohort 
should focus on creating environmental awareness and raising environmental concerns. Pro-environmental behaviour as 
a subjective norm may be stimulated using green advertisements depicting African Generation Y individuals socially 
rejecting individuals engaging in non-environmentally friendly behaviour. Perceived behavioural control may be triggered 
by showing how one person’s efforts contribute to alleviating environmental problems.  
 
8. Limitations and Implications for Future Research 
 
The limitations pertaining to this study need to be considered in interpreting the findings. The first limitation is that a non-
probability sampling method was used to capture the required data.  
A second limitation is that this study only offers a single snap shot in time, as a cross-sectional design was 
employed to capture the data. Consumers’ attitudes and inclination towards pro-environmental purchasing behaviour may 
change over time. For example, unethical green marketing practices may produce consumer myopia towards green 
marketing practices in general. Even a popular movie or speech by a politician or a celebrity debunking the seriousness 
of environmental problems may negatively impact on consumers’ pro-environmental attitudes and behaviour. 
In addition, this study focused on consumers’ theoretical intentions and future behavioural patterns towards 
consuming green products and did not measure the extent of their actual green product purchases. As such, future 
research relating to African Generation Y students likelihood of engaging in pro-environmental purchasing behaviour 
together with the extent of their green product purchases is advised.  
 
9. Conclusion 
 
Global warming and the rapid depletion of the earth’s natural resources represent an omnipresent threat. In South Africa, 
the future of the country’s environment is in the hands of the youth, particularly in the hands of the significantly sized 
African Generation Y cohort. The willingness of members of this cohort to engage in pro-environmental behaviour, 
including pro-environmental purchasing behaviour will dictate the state of the South African environment for future 
generations.  
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